become the world's largest travel trade show, displaying a comprehensive overview of the market that includes travel products and services from around the world and growth-intensive niche markets. It also reflects trends in society as well as technical and economic developments. As a driving force and pioneer in the tourism industry ITB Berlin always has been and still is a step ahead of the rest.
A difficult launch
From the outset ITB Berlin's recipe for success was its ability to recognise trends and visionary ideas. However, the events surrounding its launch did not bode well for the fair. In the Messe Berlin archives correspondence can be found that urgently advises calling off the "tourism exchange", labelling it as "totally pointless". By contrast, the Berliner Morgenpost daily described the idea of holding a "travel exhibition" as "very original", particularly 
Growth and new concepts in the Seventies
The Seventies were a period of intense growth. In 1974 the display area already exceeded 20,000 square metres. In 1977 more than 500 companies exhibited their products and services to 7,000 trade visitors from over 100
countries. Large international tourism associations were also represented. In In 1992 ITB Berlin had already addressed the issue of human rights at holiday destinations and put protecting the environment on its agenda. The focus was on eco-friendly and energy-saving products which helped to make people in the tourism market more aware of these aspects. ITB Berlin also adopted a pioneering role where corporate social responsibility was concerned. It regards the principles of ecological and social responsibility as fundamental to confronting the future and ensuring long-term success, not only in the market. You can find press releases on the internet at www.itb-berlin.com under the section heading Press / Press Releases. Make use of our information service and subscribe to our RSS feeds.
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